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“Creativity is just connecting things. When you ask a creative person how they 
did something, they may feel a little guilty because they didn’t really do it, they 
just saw something. It seemed obvious to them after awhile. That’s because 
they were able to connect experiences they’ve had and synthesize new 
things. And the reason they were able to do that was that they’ve had more 
experiences or have thought more about their experiences than other people 
have. 
Unfortunately, that’s too rare a commodity. A lot of people in our industry 
haven’t had very diverse experiences. They don’t have enough dots to 
connect, and they end up with very linear solutions, without a broad 
perspective on the problem. The broader one’s understanding of the human 
experience, the better designs we will have.”
– Steve Jobs, wired interview (1993)
Multicultural experiences 
are one kind of diverse 
experiences that offer 
opportunities to 
synthesize things, to see 
problems from a broader 
perspective.
Reference: Leung, A. K.-y., Maddux, W., Galinsky, A., & Chiu, C-y. 
(2008).  Multicultural experience enhances creativity: The when and 
how. American Psychologist, 63, 169-181. 
Creative cognition 
approach:
Conceptual expansion 
as a key to improving 
creativity.
The extension of 
conceptual boundaries 
of an existing concept 
by synthesizing it with 
other seemingly 
irrelevant concepts 
(Ward et al., 1997).
Non-overlapping
concepts
Idea B from 
Culture II
Idea A 
from 
Culture I
Idea A 
+ 
Idea BAha…I can 
break-set!
Reference:
Leung, A. K.-y. & Chiu, C-y. (2010).  Multicultural experience, idea receptiveness, and creativity.  Journal of Cross-Cultural Psychology, 41, 723-741.
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45-min multimedia 
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(4 versions)
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Note: Overall creativity includes originality, novel use of info, and deviation from original story.
• Main effect of Multicultural Exposure manipulation: F(4, 60)=2.82, p=.03
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Note: Overall creativity includes originality and likeability of the analogies.
• Main effect of Multicultural Exposure manipulation: F(4, 60)=2.77, p=.04
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Duncker candle task
MBA students’ 
time living  
(not traveling)
abroad is a positive 
predictor of creative 
solutions.
(Maddux & Galinsky, 2009)
Multicultural 
exposure Cognitive and
Emotional 
underpinnings
Creative 
Performance
Reference:
Leung, A. K.-y. & Chiu, C-y. (2010).  Multicultural experience, 
idea receptiveness, and creativity.  Journal of Cross-Cultural 
Psychology, 41, 723-741.
Expand a given idea about happiness by sampling sayings 
written by American, Chinese, or Turkish scholars.
Extensiveness of ME is 
positively correlated with 
sampling of ideas from foreign 
cultures (r = .24*).
Cultural Distance
Reference:
Cheng C-y. + & Leung, A. K.-y. + (2013). Revisit ing the mult icultural 
experience-creativity l ink: The effects of cultural distance and comparison 
mindset. Social Psychological and Personali ty Science, 4, 475-482.
+ The authors  cont r ibu ted equa l ly  to  th is  work .



Study 1
Study 2
Reference:
Cheng, C-y.+, Leung, A. K.-y.+, & Wu, T. Y.+ (2011).  Going beyond the multicultural experience – creativity l ink: The emotional pathway underlying dual-cultural activation and creativity.  Journal of Social Issues, 67, 806-824.
+ The  au thors  con t r ibu ted  equa l l y  to  th i s  work .
Multicultural 
exposure 
Increased 
creativity
Emotionally neutral 
cognitive processes
(Chiu & Cheng, 2007)
How about the facilitating role 
of emotional responses?
?

Dual Cultural Exposure
2 foreign cultures 
(India & US) = 0; 
1 local & 1 foreign cultures 
(Taiwan & US) = 1
Flexibility
Negative 
Emotions
.15**
5.94*
1.84*
Sobel test: Z = 
2.07, p = .02
Fluency
1.03 ns.
**p < .01; *p < .05
(1.14 ns.)
Co-presence of 
presentations of two 
contrastive cultures 
Creativity-related outcomes
What do we do? Idea sampling
How do we feel? Negative emotions mediate the ME – C link
How do we think? A difference (vs. similarity) mind-set to 
process high perceived distance cultures
“The key is to be able to collaborate
across town, across countries, 
across cultures, even to the next 
cube…Global innovation networks 
help make this happen.”
-- Tony Affuss, Chairman, CEO & President, UGS
 To effectively manage workforce diversity:
 Create a collaborative, collegial, and team-oriented 
creativity culture.
 Encourage employees to reflect on their multicultural 
experience and realize creative benefits.
Would too much cultural distance between cultures 
paralyze the ME-C relationship?
What specific kind of negative emotions is more 
likely to produce creative advantage of 
multicultural experience?
 Important implications for expatriate training and coaching.
 The best performing expatriates tend to be those who experience the 
most severe cultural shock (Thomas, 1998). 
Exclusionary reactions:
View foreign culture as a 
hegemonic invader Anger, fear, 
disgust, etc.
Integrative reactions:
Welcome the infusion of 
foreign culture
Uncomfortable, 
bothered, uneasy, 
distressed, annoyed etc.
How to go beyond effect on little-c to reach Big-C?
謝謝


Exclusionary reactions: Integrative reactions:
 Increased creativity as 
an outcome
(Chiu, Gries, Torelli, & Cheng, 2011) 
Maddux & Galinsky (2009; Study 2).
MBA student participants.
Multicultural experience measures:
Time living in a foreign country
Time traveling in foreign country
Creative negotiation 
task
 Time spent living (not traveling) 
abroad a significant positive 
predictor of creative deal-
making (controlled for gender, 
nationality, grade, and Big 5).
Accessibility to both the local (American) and 
foreign (Chinese) cultures may be critical.
Watching the Joint or Fusion slideshow is conducive 
to creativity as American participants were 
contrasting or being exposed to creative synthesis of 
American and Chinese cultures.
 Idea sampling as a creativity-supporting 
cognitive process.
Providing more “dots” to connect.
High NFC or need to attain epistemic certainty 
could hamper the idea sampling cognitive 
process. 
 Negative emotions mediate the link between dual cultural 
exposure and creativity.
 The kind of multicultural experience that stimulates 
creativity:
 Simultaneous exposure to local and foreign cultures > Two 
foreign cultures
 Require self-relevance of the presented cultures to reap creative 
benefits.
 Conducive for active comparison and sense making of different 
cultural representations. 
Part 1:
 Creativity task: Rewrite Cinderella story for 
Turkish kids.
 Part 2 (4-7 days later): 
 Participants provided some personal thoughts 
of the slideshow.
 Creativity task: Think of and explain 2 
analogies about “Time” (e.g., Time is like 
______).
Leung & Chiu (JCCP, 2010)
Test if high need for cognitive closure (NFC) limits the 
creativity-implicating cognitive process of idea sampling.
 High NFC: desire firm answers; dislike ambiguities;  “seize” 
and “freeze” on familiar ideas; follow cultural conventions 
(Chiu et al., 2000; Kosic et al., 2006).
64 European American participants.
8-item Multicultural Experience Survey.
 Idea sampling task.
NFC manipulated by time pressure.
Multicultural Experience X Time Pressure 
interaction: F(1,56) = 4.72, p = .03
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Low  Time Pressure High Time Pressure
 At low ME:
• No Time Pressure main  
effect
• F(1, 56) = 1.92, ns.
 At high ME:
• Time Pressure main effect 
• F(1, 56) = 3.86, p < .05
• Under low time pressure:
• ME and foreign idea sampling 
correlated at r = .33, p = .04
• Under high time pressure:
• r = -.23, ns.
Cheng, Leung, & Wu (JSI, 2011)
Hypothesis:
 Negative emotions mediate the relationship between ME 
and creativity.
 113 Singaporean-Chinese students.
Randomly assigned to watch a 10-min slideshow 
depicting different characteristic aspects of
 (a) both Chinese and American cultures (dual cultural exposure)     
or 
 (b) Chinese or American culture only (single cultural exposure).  

Next, they filled out measures of:
Emotions (Elliot & Devine, 1994).
 “Indicate the extent to which the item reflects how you are 
feeling RIGHT NOW.” (1=does not apply; 7=applies very much)
 Positive emotions: e.g., good, content (6 items; α = .91)
 Negative emotions: e.g., bothered, anxious (11 items; α = .93)
 Negative self-reflections: e.g., shamed, uncomfortable (7 emotions; 
α = .93)
Creativity – the Unusual Uses Test (Guilford, 1959).
 List as many uses of a garbage bag as they could think of.
 DVs: (1) Fluency = # of responses
(2) Flexibility = categories of responses
Cultural 
Dual  1
Exposure
Single = 0; 
=
Flexibility
Positive 
Emotions-2.67** -.46*
1.29*
Cultural Exposure
Single = 0; 
Dual = 1
Fluency2.52** 
Sobel test: Z = -1.94, p = .05
(.99 ns.)
**p < .01; *p < .05

Rui Chenggang, an anchorman for 
China Central Television, wrote in his 
blog that the shop’s presence in the 
Forbidden City was “not globalizing 
but trampling over Chinese culture.” 
Within a few months, this article 
has attracted more than half a 
million readers and inspired 
more than 2,700 commentaries, 
mostly of which are sympathetic 
to Rui’s cause. In July 2007, 
Starbucks Coffee closed its 
shop in the Forbidden City.
“The Forbidden City is a symbol of 
China’s cultural heritage. Starbucks is 
a symbol of lower middle class culture 
in the west. We need to embrace the 
world, but we also need to preserve 
our cultural identity. There is a fine line 
between globalization and 
contamination…. But please don’t 
interpret this as an act of nationalism. 
It is just about we Chinese people 
respecting ourselves. I actually like 
drinking Starbucks coffee. I am just 
against having one in the Forbidden 
City.” - Rui
“Hot” exclusionary reactions are 
evoked when people perceive
• Cultural threat – Starbucks 
“trampling over Chinese culture.” 
• Invasion of foreign culture into 
the cherished local cultural 
space.
Under joint cultural activation, some individuals 
may display integrative reactions, but some 
may display exclusionary reactions.
Focusing on increased creativity as an outcome, 
we examine openness to experience as a 
motivational factor that differentiates these 
reactions under perceived foreign cultural 
threat.
 Chen, X. +, Leung, A. K.-y. +, Yang, Y-J., Chiu, C-y., Li, Z-q., & 
Cheng, S. (working paper).  Cultural threats in bicultural 
encounters lower creative performance for individuals who are not 
open to experience.  
+ The authors  cont r ibu ted equa l ly  to  th is  work .
 91 Chinese students.
 Cultural intrusion manipulation with a print advertisement:
 McDonald’s logo superimposed on the Great Wall (Spatial Intrusion) OR
 McDonald’s logo placed outside the Great Wall (Control)
Advertisement
 “McDonald’s is scheduled to open a new shop at 
the Great Wall.”
 Chen, Leung, Yang, & Chiu (working paper, 2014).
 91 Chinese students.
 Cultural intrusion manipulation with a print advertisement:
 McDonald’s logo superimposed on the Great Wall (Spatial Intrusion) OR
 McDonald’s logo placed outside the Great Wall (Control)
 Measurements:
 Perceived cultural symbolism of McDonald’s.
 To what extent do you perceive McDonald’s to be representative of 
American culture? (1-7)
 Openness to experience
 Measured by NEO-PI-R Inventory.
 Creativity measured by 3 analogy generations (inter-rater reliability=.80).
 Happiness is like ________.
 Spatial intrusion X Cultural 
Symbolism X Openness interaction:
 F=4.75, p=.03, p2=.05 
 Spatial intrusion condit ion:
 Cultural Symbolism X Openness 
interaction: p=.006
 At high openness (+1SD):
 No Symbolism main effect (b=-.44, 
p=.12).
 At low openness (-1SD):
 Symbolism main effect (b=-.78, p=.005).
 Spatial intrusion of a foreign culture, 
coupled with perception of 
McDonald’s being a strong 
American cultural symbol, hamper 
low openness individuals’ creativity.
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 Control condition:
 Cultural Symbolism X Openness 
interaction: p=.93, ns.
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 Simultaneous cultural exposure may evoke 
perception of foreign cultural threat when:
 The sacred cultural space is invaded by symbolic 
foreign cultural icons.
 Under this condition that evokes hot, exclusionary 
reactions:
 Creativity of low (vs. high) openness to experience 
individuals is more adversely affected.
 Openness to experience mitigates exclusionary 
reactions to buffer against the adverse effect on 
creativity.
 Chen, Leung, Yang, & Chiu (working paper, 2014).
 209 Chinese students.
 2 X 2 between-participants conditions
 15-min slideshow presentation:
 Single exposure of either local (Chinese) or foreign (American) culture 
OR
 Simultaneous exposure of local and foreign cultures
 Article:
 Threat prime (foreign culture threatens local culture) OR
 No threat prime
 Openness to experience 
 Measured by NEO-PI-R Inventory.
 Creativity measured by 3 analogy generations ( inter-rater 
rel iabi l i ty=.81).
 Happiness is like ________. 
Adapted from Cheng (2010)
Adapted from Cheng (2010)
Adapted from Cheng (2010)
Adapted from Cheng (2010)
 Cultural Exposure X Threat Prime 
X Openness interaction:
 F=4.59, p=.03, p2=.02 
 Simultaneous exposure condition:
 Threat Prime X Openness 
interaction: p=.04
 At high openness (+1SD):
 No Threat Prime main effect (b=.28, 
p=.41).
 At low openness (-1SD):
 Threat Prime main effect (b=-.69, 
p=.05).
Simultaneous Cultural Exposure
*
 Single cultural exposure 
condition:
 Threat Prime X Openness 
interaction: p=.27, ns.
 Openness to experience 
and threat prime are not 
associated with creative 
performance under single 
cultural exposure.
Single Cultural Exposure
 Extensiveness of multicultural experiences 
assessed by 8 items
 Time spent outside home state
 Foreign language competency
 Parents’ immigration background (2 items)
 Nationality of close friends
 Nationality of their favorite musicians/musical groups
 The type of cuisines served by their favorite restaurants
 Self-reported rating of the extent of exposure to a 
culture other than mainstream American culture
